[image: Description: :::::::Desktop:In progress desktop:TRINITY SAINT DAVID:logo:TSD_logo2010.jpg]
Applied Leadership and Management in the Workplace
Module Assignment Submission 

	Student Name:
	Sciarna Smith 

	Student Number:
	228304

	Module No:
	BMSK5012

	Module Title:
	Understanding & Engaging in the Customer Experience



Statement of Confirmation of Authenticity
By the act of making this submission, the student declares that this is the work of the student named above. The work has not, in whole or in part, been knowingly presented elsewhere for assessment, or where assessment has been built on a previous assessment, this has been identified. Where materials have been used from other sources it has been properly acknowledged. If this statement is untrue, the student acknowledges that an assessment offence has been committed. Attention is drawn to the plagiarism and unfair practice policies of both the University and of ILM.

Table of Contents
Introduction	2
Customer Relationship Mangement ,Value &  Purpose	3
 Customer Centrality                                                                                                                                                    5
Customer Loyalty 	8
Experience ,Emotions & Rationality                                                                                                                          9
Buyer/Seller Relationships	  11
Quality Frameworks	12
Loyalty , Segmentation & Targeting 	14
Conclusion                                                                                                                                                                    15 
References                                                                                                                                                                   16
Appendix                                                                                                                                                                      17




[bookmark: _1ci93xb][bookmark: _Toc158626103]Introduction 
The sportswear sector has grown significantly over the last decade, owing to increased consumer interest in health, exercise, and athleisure fashion. Within this dynamic market, athletic footwear has evolved as a critical product category, serving to a wide spectrum of customers, from professional athletes to casual fitness lovers. Effective client lifecycle management is essential for sportswear merchants looking to succeed in this competitive market. This paper examines the customer lifecycle for athletic footwear, emphasising the significance of recruiting, onboarding, maintaining, and segmenting consumers in order to maximise value and loyalty.
The purpose of this research is to give a thorough review of the customer relationship management (CRM) tactics used by a major sportswear retailer for its athletic footwear brand. This research will investigate how quality procedures affect customer value and expectations, drawing on academic theories and models such as the AIDA model, Customer Lifetime Value (CLV), and Total Quality Management (TQM). This analysis aims to provide practical insights and recommendations to improve the retailer's CRM operations, ultimately promoting stronger customer relationships and sustainable business success.

[bookmark: _Toc158626104]Customer Relationship Management, Value & Purpose 
Customer Relationship Management (CRM) is a strategic method to managing a company's connections with existing and prospective customers. CRM aims to strengthen corporate relationships, create customer loyalty, and drive sales growth by analysing data to better understand consumers' requirements and behaviours. CRM is critical in the athletic footwear business since it addresses the competitive dynamics and broad consumer base that define this sector.

Value of CRM
CRM's value stems from its capacity to provide a 360-degree perspective of the consumer, allowing organisations to create personalised experiences and targeted marketing campaigns. CRM, according to Payne and Frow (2005), brings together marketing, sales, and service departments to develop a unified approach to client involvement. This complete perspective enables firms to anticipate client demands, personalise interactions, and develop long-term loyalty. CRM systems can be used by athletic footwear businesses to manage customer purchase history, preferences, and comments, allowing for targeted product recommendations and personalised marketing efforts. Research shows that CRM has a substantial impact on business performance. According to a research by Rigby, Reichheld, and Schefter (2002), organisations who employ CRM techniques show significant benefits in customer retention and profitability. Furthermore, CRM systems improve data management, allowing firms to make informed decisions based on accurate and complete customer information (Rigby, Reichheld, & Schefter, 2002).


CRM's purpose
The major goal of CRM in the athletic footwear sector is to improve customer satisfaction and loyalty by effectively managing customer interactions. This includes several crucial components:

Customer Acquisition: CRM assists in discovering and targeting potential customers using data-driven marketing tactics. Businesses may design efficient customer-attracting campaigns by analysing market trends and data.
Customer Retention: Keeping existing clients is more cost-effective than obtaining new ones. CRM systems allow firms to develop loyalty programmes, track customer satisfaction, and respond to issues quickly. This develops loyalty and promotes repeat purchasing (Kumar & Shah, 2004).
Customer Segmentation: Effective segmentation enables organisations to categorise clients based on demographics, purchasing behaviour, and preferences. This allows for more focused and relevant marketing activities, increasing client engagement and conversion rates (Rust & Verhoef, 2005).
CRM systems improve customer service by providing staff with full customer profiles and interaction histories. This guarantees that clients receive prompt and personalised assistance, hence improving their entire experience (Reinartz, Krafft, and Hoyer, 2004).
CRM plays an important part in the sports footwear sector since it must cater to a diversified consumer base with varying demands and preferences. For example, a consumer interested in running shoes may have different needs than someone seeking for casual athleisure gear. CRM systems can assist recognise these subtleties and adjust the client experience accordingly. Customer Lifetime Value (CLV) is a significant CRM indicator that provides insight into a customer's long-term value to the business. Athletic footwear companies can use CLV analysis to identify their most important clients and modify their marketing efforts accordingly. This strategy not only maximises revenue, but also improves client satisfaction and retention. CLV data analytics enable strategies like personalised marketing, unique offers, and tailored loyalty programmes, ensuring that high-value consumers get the attention and benefits they deserve.

Finally, CRM is an excellent tool for athletic footwear businesses, since it provides a foundation for effectively managing client interactions. CRM may help businesses improve customer satisfaction, loyalty, and, eventually, their bottom line.
Customer Centrality 
Customer centrality is a corporate approach that prioritises the customer in all organisational activities and decision-making processes. It involves coordinating products, services, and interactions to meet and exceed customer expectations, which promotes loyalty and improves business performance. In the sports footwear industry, where consumer preferences and market trends are always changing, maintaining a customer-centric strategy is critical for staying competitive. Customer centrality is critical in today's market since it increases customer happiness and loyalty. According to Shah et al. (2006), organisations that prioritise customer requirements and preferences are more likely to have higher customer retention rates and favourable word-of-mouth marketing results. This is particularly crucial in the athletic footwear industry, where brand loyalty can considerably affect sales and market share (Shah et al, 2006).

A customer-focused approach starts with a thorough understanding of their requirements and preferences. This can be accomplished via a variety of approaches, including market research, consumer feedback, and data analytics. According to Payne and Frow (2005), integrating customer insights into corporate plans is critical for ensuring that products and services satisfy market wants.

Personalisation is adapting products and services to each customer's preferences. Offering customised shoe designs, personalised marketing messaging, and targeted promotions are all examples of this in the sports footwear sector. According to Rust and Huang (2014), personalisation increases customer happiness and loyalty by providing a unique and relevant customer experience.

Engaging customers across several touchpoints, including as social media, customer service, and in-store experiences, is crucial for developing strong relationships. Verhoef et al. (2010) found that continuous and meaningful interactions across many channels are vital for retaining consumer engagement and loyalty.

Employees play a critical part in providing a customer-focused experience. Training personnel to understand and prioritise customer needs, as well as empowering them to handle issues quickly, can dramatically improve customer satisfaction. Homburg, Wieteke, and Bornemann (2009) discovered that organisations with customer-oriented workers have greater customer satisfaction and loyalty rates.

Measuring customer satisfaction on a regular basis via surveys, feedback forms, and other methods can help firms find areas for development. Implementing adjustments based on consumer feedback indicates a dedication to customer-centricity, which can lead to improved loyalty and better brand reputation. According to Fornell et al. (1996), customer satisfaction indicators are good predictors of future business performance.

A customer-centric strategy results in higher levels of customer loyalty. Loyal customers are more inclined to make further purchases and suggest the brand to others. Reichheld (2003) states that boosting client retention rates by merely 5% can increase earnings by 25% to 95%.

Brands that consistently satisfy client expectations have a positive reputation in the marketplace. This might attract new clients and set the business apart from competition. Keller (2009) emphasises the importance of brand reputation in shaping customer purchasing decisions and generating corporate success.

Businesses that focus on consumer demands and provide excellent experiences can improve sales and profitability. According to Gupta and Lehmann (2005), customer-centric organisations typically experience stronger revenue growth and profitability than their less customer-focused rivals.

In a congested market, client centrality can be a significant distinction. Companies that succeed at understanding and meeting client demands are more likely to surpass their competition. According to Day (1999), customer-centric organisations can gain a competitive edge over time by focusing on their customers.

Nike, a leading company in the athletic footwear market, shows a customer-centric approach by prioritising innovation, personalisation, and involvement. Nike's use of data analytics to identify client preferences, combined with personalised marketing and product customisation choices, has helped the company maintain market dominance (Ramaswamy, 2008).

Nike's customer-focused strategy include:
Nike By You: This service allows customers to customise their own sneakers by selecting from a selection of colours, materials, and styles. This level of personalisation increases consumer pleasure and loyalty.
NikePlus membership includes personalised product suggestions, exclusive access to new releases, and customised training routines. This programme promotes a sense of community and participation among Nike customers.
Customer Feedback Integration: Nike actively collects and analyses customer feedback to improve its goods and services. Nike's commitment to listening to and acting on customer feedback exemplifies its customer-centric philosophy.
Finally, customer centricity is an important approach for sports footwear manufacturers. Companies may establish strong, loyal customer relationships by understanding and prioritising customer demands, personalising interactions, engaging consumers, empowering workers, and assessing satisfaction on a constant basis. The advantages of customer centrality, such as increased loyalty, improved brand reputation, higher profitability, and competitive advantage, highlight its significance in achieving corporate success.
[bookmark: _Toc158626108]Customer Loyalty 
In the sports footwear sector, customer loyalty is critical for retaining a competitive advantage and promoting long-term profitability. It refers to customers' tendency to continuously prefer and support for one brand or retailer above others. Building and maintaining client loyalty necessitates a deliberate strategy that considers several essential variables. Product quality and innovation can have an impact on customer loyalty. Gupta and Lehmann (2005) emphasise the need of providing outstanding products that meet or exceed consumer expectations in order to foster confidence and encourage repeat purchases. 
Customer Experience: Exceptional customer experiences, such as personalised interactions and responsive service, are critical to increasing satisfaction and retention (Verhoef, 2010). Brands that prioritise customer-centric processes foster genuine connections and increase loyalty.
Key Factors Influencing Customer Loyalty
Product Quality and Innovation: The foundation of client loyalty is providing outstanding products that match or exceed consumer expectations. Gupta and Lehmann (2005) emphasise that high-quality goods foster trust and satisfaction, resulting in recurrent purchases and brand loyalty.
Additionally, creating outstanding client experiences is important in fostering loyalty. Verhoef et al. (2010) emphasise the value of personalised interactions and responsive customer service in improving customer satisfaction and retention.
Furthermore, brand reputation and reliability have a significant impact on customer loyalty. Keller (2009) highlights how brands that are viewed as trustworthy and customer-centric are more likely to retain loyal customers while also attracting new ones.
In addition, loyalty programmes and incentives, like as discounts and exclusive offers, provide added value to customers and drive repeat purchases. According to Rust and Huang (2014), good loyalty programmes can considerably raise customer retention rates while also improving brand loyalty.
Lastly, through social media interactions and community activities, customers can establish emotional connections with the brand, leading to increased loyalty (Ramaswamy, 2008).
Strategies to increase consumer loyalty are critical for the athletic footwear industry's long-term growth. By focusing on product quality, customer experience, brand reputation, loyalty programmes, and community participation, organisations may develop strong relationships with their customers and foster loyalty, ultimately contributing to sustainable growth and profitability.
Experience , Emotions & Rationality 
Within the framework of the athletic footwear sector, the interaction between the customer experience, the customer's emotions, and the rational decision-making processes plays a crucial role in the context of customer loyalty. It is essential for brands that want to create and retain loyal customer connections to have a solid understanding of how these elements influence the behaviour of customers.
Customers are more likely to remain loyal to a brand that resonates with them emotionally. According to Ramaswamy (2008), brands that are able to elicit certain positive feelings, such as enthusiasm, satisfaction, and trust, are more likely to leave an impression that is long-lasting and to cultivate strong brand loyalty. Emotional bonds can be established in the athletic footwear industry through the use of captivating brand stories, impactful marketing campaigns, and associations with athletes or lifestyle influencers that exemplify the ideals of the brand.

Despite the fact that feelings play a significant part, rational considerations also play a role in determining client loyalty. According to Gupta and Lehmann (2005), consumers make purchasing decisions after doing an objective evaluation of a variety of consumer criteria, including product quality, cost, and customer service. Brands that consistently deliver on these reasonable characteristics generate confidence and trust, which in turn reinforces customer loyalty over the course of time.

When it comes to the consumer experience, both emotional involvement and rational fulfilment are necessary components. Verhoef et al. (2010) highlight the importance of providing seamless interactions across all touchpoints, from online shopping experiences to in-store interactions and post-purchase support (Verhoef et al., 2010). Customers are more likely to feel satisfied and loyal to a brand that creates comprehensive experiences by combining emotional engagement with fast service delivery.

The development of a powerful brand identity that strikes an emotional chord with customers is a powerful instrument for fostering brand loyalty. Keller (2009) addresses the ways in which companies can strategically position themselves to fit with the values and goals of consumers, so building deeper emotional ties (Keller, 2009). When it comes to the athletic footwear business, brands frequently make use of their legacy, innovative capabilities, and dedication to sustainability in order to establish meaningful relationships that go beyond the product attributes itself.

The sports footwear industry is influenced by the intersection of experience, emotions, and rationality in order to form client loyalty. Companies who are able to comprehend and make use of these dynamics are in a position to effectively engage customers, establish long-lasting connections, and differentiate themselves in a market that is very competitive. Brands have the power to create loyal client bases that generate sustainable growth and profitability by concentrating on the creation of compelling emotional connections, the delivery of constant value, and the integration of seamless customer experiences.





Buyer/Seller Relationships
Relationships between buyers and sellers are essential to the development of client loyalty in the athletic footwear sector. Recurring purchases, advocacy for the brand, and long-term customer retention are all influenced by these relationships. In order for companies to successfully establish long-term consumer loyalty, it is vital for them to have a solid understanding of the dynamics and strategies that enhance these relationships.

Building solid relationships between buyers and sellers requires a foundation of trust. According to Gupta and Lehmann (2005), consumers are more inclined to remain loyal to particular companies that they have faith in to provide them with consistently high-quality items and outstanding service. In order to develop and keep trust, it is essential to have effective communication, both throughout the process of making a purchase and in the interactions that take place after the transaction has been completed. Brands that demonstrate their dedication to customer satisfaction and loyalty by actively seeking input from customers and engaging in transparent contact with those customers are a good example.

Individualised experiences make a substantial contribution to the improvement of relationships between buyers and sellers. According to Verhoef et al. (2010), it is essential to have a thorough grasp of the preferences of customers and to modify product suggestions and marketing activities in accordance with those preferences. When it comes to the athletic footwear sector, providing customers with the opportunity to customise their footwear or receive personalised recommendations based on their preferences can help create emotional ties and foster loyalty among customers who are looking for experiences that are special and unique.

In buyer-seller partnerships, it is essential to ensure that the value proposition of the brand is aligned with the requirements and expectations of the consumer. In Keller (2009), the concept of brand resonance is discussed. According to Keller (2009), brand resonance is the process by which brands strategically position themselves to resonate with the values and aspirations of consumers. By effectively communicating their one-of-a-kind value propositions and aligning them with the desires of their customers, brands are able to strengthen their ties with their customers and increase their loyalty.

Relationship management techniques that are effective require making consistent attempts to cultivate and strengthen connections with customers. Additionally, Ramaswamy (2008) emphasises the significance of co-creating value by means of collaborative interactions and engagement programmes that empower customers and generate loyalty (Ramaswamy, 2008). Through the implementation of loyalty programmes, exclusive offers, and customer appreciation events, brands have the ability to strengthen ties with their customers and display their appreciation for their commitment.

Relationships between buyers and sellers are essential to the success of the athletic footwear sector in terms of fostering client loyalty. Through the cultivation of loyal client bases, brands that place a priority on trust, effective communication, personalised experiences, and alignment with their value propositions can achieve success. Brands have the ability to differentiate themselves, cultivate long-term relationships, and achieve sustainable growth in a market that is highly competitive if they employ robust relationship management strategies and consistently adapt to the preferences of their customers.
Quality Frameworks
Quality frameworks play a pivotal role in ensuring that athletic footwear meets high standards of performance, durability, and customer satisfaction. These frameworks encompass various methodologies, including Total Quality Management (TQM) and Six Sigma, which are instrumental in achieving and maintaining these objectives.

Total Quality Management, advocated by quality management pioneers such as Joseph Juran and W. Edwards Deming, provides a systematic approach to enhancing product quality and customer satisfaction. Key principles of TQM include:

Quality Planning: Setting quality objectives based on customer needs and designing processes to meet those objectives. In athletic footwear, this involves selecting materials and manufacturing techniques that ensure optimal performance and comfort.
Quality Control: Monitoring and evaluating product quality through inspections, testing, and audits. This helps identify defects early and maintain consistency in product standards.
Quality Improvement: Continuous improvement is central to TQM, aiming to reduce variability and enhance processes continually. In the athletic footwear sector, this could involve using customer feedback to refine designs and manufacturing processes (Deming, 1986).
Six Sigma
Six Sigma is another quality management methodology focused on minimizing defects and improving process efficiency. Key aspects of Six Sigma include:
Define, Measure, Analyse, Improve, Control (DMAIC): This structured approach guides organizations through phases of identifying issues, measuring performance metrics, analysing root causes, implementing improvements, and maintaining gains (Pyzdek & Keller, 2014).
Statistical Tools: Six Sigma relies heavily on statistical methods like Statistical Process Control (SPC) to measure and manage variation in processes. This ensures consistency and reliability in athletic footwear manufacturing (George, 2003).
Customer Focus: Like TQM, Six Sigma emphasizes understanding and meeting customer expectations. By integrating customer feedback and preferences into design and production processes, athletic footwear brands can enhance product relevance and satisfaction (Pande et al., 2000).
Implementation and Benefits
Implementing TQM and Six Sigma methodologies in the athletic footwear industry can yield significant benefits, including:
Improved Product Quality: Reduced defects and variability lead to higher reliability and durability of footwear products (Harry & Schroeder, 2000).
Enhanced Customer Satisfaction: Meeting or exceeding customer expectations through consistent quality and performance.
Operational Efficiency: Streamlined processes and reduced waste contribute to cost savings and competitive pricing (Chase & Stewart, 1994).
Brand Reputation: Establishing a reputation for high-quality products can enhance brand loyalty and attract new customers.
By embracing these quality frameworks, athletic footwear companies can foster a culture of continuous improvement, ensuring they remain competitive in a dynamic market while delivering value and satisfaction to consumers.
Loyalty, Segmentation & Targeting
Loyalty in the athletic footwear sector is essential for long-term business growth. It extends beyond recurring purchases to include emotional attachment and advocacy for a brand. To effectively build loyalty, organisations frequently use segmentation and targeting techniques that match products and services to the tastes and needs of certain consumer categories.
Customer segmentation is critical for recognising and understanding different categories of consumers in the athletic footwear business. These segments can be classified using demographics (age, gender, income), psychographics (lifestyle, interests), and behavioural patterns (purchase history, brand interactions). By segmenting customers, organisations can customise their marketing activities and product offerings to better resonate with each group, increasing engagement and loyalty. The AIDA model, which stands for Attention, Interest, Desire, and Action, is an essential component of successful marketing techniques in the athletic footwear sector. According to Kotler and Keller (2016), this model assists brands in attracting the attention of prospective customers, maintaining their interest, arousing their desire, and finally motivating them to take action, such as making a purchase. businesses are able to successfully navigate each stage of the AIDA model by intelligently deploying commercials, social media campaigns, and influencer collaborations (Lamb, Hair, & McDaniel, 2018; Peppers & Rogers, 2016). This allows the businesses to establish a strong client base and boost brand loyalty.

Targeting is the process of picking the most appropriate client segments on which to focus marketing efforts and resources. This strategy guarantees that promotional activities and product development are focused on individuals
who are most likely to respond positively. For example, targeting could entail offering high-performance running shoes to ardent marathon runners or stylish, casual trainers to fashion-conscious customers.
Strategic Loyalty Programmes are essential for developing and retaining client loyalty in the athletic footwear sector. These programmes frequently feature benefits such as first access to new product launches, personalised suggestions based on previous purchases, and special discounts. Effective loyalty programmes not only encourage repeat purchases, but they also strengthen the consumer's emotional connection with the brand.

Conclusion
In conclusion, the athletic footwear industry depends on having a strong customer relationship management (CRM) system, which is essential for maintaining competitiveness and cultivating long-term consumer loyalty. Brands are able to improve customer happiness, personalise experiences, and optimise marketing campaigns that are suited to individual preferences when they implement effective customer relationship management (CRM) methods. Through the implementation of customer-centricity, organisations may ensure that their choices and actions are in line with the expectations of their customers, thereby strengthening their brand loyalty and establishing a more stable position in the market.
Relationships between buyers and sellers that emphasise trust, personalised involvement, and alignment of company values with customer objectives are at the heart of this dynamic. Furthermore, quality frameworks play a crucial part in this context since they guarantee the supply of high-quality products on a consistent basis that are in accordance with the wants and expectations of consumers. Not only does this devotion improve the reputation of the company, but it also helps to build long-term loyalty from customers.
In the athletic footwear sector, the cultivation of customer loyalty is further strengthened by the constant innovation of products, the provision of great customer experiences, and the establishment of loyalty programmes that are aimed to reward customers for making repeat purchases. Brands are able to successfully navigate the competitive landscape, achieve continuous growth, and sustainably maintain their leading position in the market if they integrate these factors in a unified manner. This holistic strategy not only strengthens the trust and satisfaction of customers, but it also positions businesses as leaders in innovation and quality in the athletic footwear industry on a global scale.
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